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The purpose of this paper is to clarify the characteristics of consumers who support 
THREE a lifestyle brand centered on cosmetics, through interviews with users of the 
brand. 
In this research, I approached consumers directly. I interviewed THREE users using 
qualitative research methods. In conducting the interview, I set four issues to be clarified. 
I examine THREE’s brand strategy in the era of inequality by revealing the lifestyles that 
users of THREE have and by clarifying how they relate to the brand strategy. I analyze 
consumption patterns of the inequality society and the influence of the brand strategy on 
consumption patterns. 
 
